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ABSTRACT
This document is a snapshot of Nice Food, a nonprofit food truck. The truck uses a paywhat-you-can model so that anyone may eat there, regardless of their ability to pay. The
chief goal of Nice Food is to lower food insecurity in its community, which will initially
be Louisville, KY. The company will be an addition to the strong effort against hunger in
Louisville, bringing the additional strength of mobility to the fight.
This document exists to map out the path of a startup for a student, as well as to provide a
clear picture of what Nice Food is and how it developed to this point. Nice Food has been
founded by Nathan Brooks, an economics and entrepreneurship student. What is
presented in this document is the cumulation of eight months of work. Over these eight
months, Nice Food went from being a dream to being nearly ready to launch.
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I would like to dedicate this paper to the entire nationwide effort of pay-what-you-can
restaurants. My respect for these is immeasurable, I hope to be in your shoes soon.
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A NONPROFIT FOOD TRUCK

WELCOME
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WELCOME
Hello, I’m Nate Brooks, and this is my Capstone Project: Nice Food. I would like to
thank you for your interest in this project. For the past year or so, I have also been quite
interested in it.
I am from Stanton, Kentucky – a small town that sits at the foothills of Appalachia. I am
graduating from Western Kentucky University with a Bachelor of Arts in Economics
with a minor in Entrepreneurship. I have always been unsure of what career I would
pursue, but I have always been drawn towards creativity and brand management. The
jobs I have enjoyed most have been the ones where I could see how people appreciated
the work I was doing. Most of all, I’ve always wanted to do purposeful work.
In many ways, Nice Food has tied many of my interests together into one project. I have
been developing a completely new company based in developmental economic theory. I
have been directing the creation of a new brand, forming its voice and design. The
company serves people, it brings people together to fight a widespread cause. It plays a
small role in a global fight against food insecurity, a fight which we may never win. Still,
that shouldn’t stop us from doing what we can to help.
I see the pay-what-you-can model as a highly sustainable response to the prose of food
insecurity. This model localizes the fight against hunger. It uses the generosity of some to
provide for others but only works in full power when everyone contributes. There should
be a pay-what-you-can food source in every community, and this project will help make
that happen.
This document is a snapshot of Nice Food as of April 2020, just over a year past the birth
of the original idea. It is split into two separate parts: business and narrative. The business
portion is focused on the nuts and bolts of how Nice works, including a business model
canvas, the business plan, and a brief accompanying financial appendix. The business
plan should be viewed as its own stand-alone document; I have chosen to simply insert
the official business plan into this Capstone Project without editing the design or format.
The narrative portion tells the story of Nice from before its conception until today. This
portion is focused on showing both the progression of this specific idea and my
experience starting a company as a student.
I would like to once again thank WKU and the Mahurin Honors College for allowing me
to pursue this project. Without the support of the Honors College, this project would not
be where it is today. Not only has is given my college experience a distinguishing feature,
but it has allowed me to craft what will hopefully be my career. I am beyond excited to
continue the work of Nice Food. Tops on Top.
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BUSINESS
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BUSINESS PLAN

4

EXECUTIVE SUMMARY
We are Nice Food, a nonprofit food truck that uses a pay-what-you-can model so that
anyone may eat with us, regardless of their ability to pay. We use commercially raised
funds to cover the costs of donated meals and are set to open in Louisville, KY in 2021.
Our pay-what-you-can model allows payments for a meal to be flexible, making our
service accessible to anyone who comes to our window. Our mission is to be a helpful
nonprofit food truck that provides each person a high-quality experience, regardless of
their ability to pay. Nice Food is led by a management team and board of directors who
work together to ensure we achieve our mission.
We serve two distinct markets: a commercial and a service market. Our mission is
achieved through our service market, but our sustainability is achieved through our
commercial market. Our chief competitive advantage is our mobility, as it allows us to
both bypass the transportation problem facing impoverished families as well as allowing
us to choose the demographics we are serving on a daily basis. We are using a bootstrap
marketing campaign, using low-budget options to spread word of our mission across
Louisville. Our marketing strategy is based on localizing the fight against food insecurity,
and we want every Louisvillian involved.
We are currently in our Startup Phase and require $10,000 to proceed in our path to
operation. This $10,000 will allow us to establish as a legally recognized organization,
operate as a pop-up food service, and develop managerial tools. We plan to begin serving
80 meals a month as a pop-up in April of 2021, then growing to serve 800 out of a mobile
commercial kitchen by August of 2021. We expect lower service projections for year one
to allow for testing and development, in year two we plan to serve over 21,000 meals
while operating year-round.
We are giving a meal to people who are hungry. We are giving a break to people living in
poverty. We are treating people with the same dignity and respect anyone would expect
at a traditional food truck experience. We believe this is the next step in the fight against
food insecurity in Louisville, and we are now prepared to take that step.

5

6

COMPANY

COMPANY DESCRIPTION
Nice Food is a nonprofit food truck that uses a pay-what-you-can model so that anyone
may eat with us regardless of their ability to pay. We use commercially raised funds to
cover the costs of donated meals. The startup organization is set to be opened in 2021 in
Louisville, KY, eventually growing to serve the entire state of Kentucky.
We are not a feeding program; we are a food truck. Nice Food does not want to be a
crutch, but rather a special experience. We are creating a dining experience that helps
tackle one of the most prominent and recognizable problems in our society today: food
insecurity. We are localizing the fight against hunger by providing a simple and
accessible way for people to contribute to our mission, bringing people together to
improve the quality of life for all.

In order to achieve this mission, we focus on serving two distinct markets: a commercial
and a service market. Basically, our commercial market has disposable income and is
where we generate revenues. Our service market does not have disposable income, they
would not be able to afford a similar experience at a traditional food truck.
We exist for our service market. Every decision we make is to strengthen our ability to
help improve the lives of people effected by food insecurity, and this is achievable
through using the pay-what-you-can model.
The pay-what-you-can model is the backbone of Nice Food; it allows us to be affordable
to any constituent, even if they do not have money to give. However, we do not give free
handouts. The model is built around preserving dignity. One of the foundational beliefs at
Nice Food is that everyone has value to offer, each person has something to give. We
communicate this belief that requiring that each customer contributes to our mission, and
this can be done in three ways:
1. Donate money
2. Volunteer
3. Take a ticket, tell a friend
Each of these methods of contribution are valuable to us because they each help us work
towards our mission. The third option, “take a ticket, tell a friend,” is simply a way for us
to encourage word of mouth advertising. In this, we give the customer a pamphlet that
describes who we are/what we do and ask that the pamphlet be given to someone who
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would like or need our service. Volunteer options may include tasks like prepping food,
cleaning the vehicle, or even helping serve in some situations. Our model is not
dependent upon volunteers, but they certainly help. We do not set a minimum
requirement for donations. In fact, we do not list menu prices. This practice means that
we welcome 50 cents as payment for a meal, because that 50 cents may be everything our
customer has on that day.
These methods of contribution are set in place so that our service market is able to earn a
meal rather than receive one. We want to communicate that their contribution is valuable.
However, we are a business and we require revenue to keep our doors open. Because of
this, we must focus on our commercial market, where we bring in revenue.
A helpful way to picture how this model works is to compare our service to a water well.
We want to build a well, and we plan on giving water away to people. If the well is dry,
we obviously cannot give any water away. Therefore, we must fill the well before we are
able to give water to people who need it. For Nice Food, this means we will have a strict
maximum capacity towards our service market that is set by our success in the
commercial market.
Due to our 501(C)3 status, we treat each dollar that passes through Nice Food as a
donation, and we split our donations into two types: on-site and off-site. On-site
donations take place at the service window and happen in exchange for a meal. Off-site
donations occur anywhere away from our truck, whether it be from a fundraising event, a
private donation or grant revenue. When we serve our commercial market, we count on
bringing in enough on-site donations to allow us to continue working for our service
market.
Our decision to not list menu prices is primarily to remove the minimum requirement of
payment, but it also removes the ceiling. Towards our commercial market, we
communicate our need for income. At a traditional food truck, a plate of our food quality
of food would be priced at $10. Our commercial market is aware of food trucks and
knows that we have costs that we must cover. They also know that as a nonprofit, any
surplus revenues we receive go right back into the business, helping us continue to serve
hungry people. The service we provide is not only to provide an incredible meal, but also
to feed the hungry. Our pay-what-you-can model gives each customer the ability to
decide the value of that service for themselves.
The success of Nice Food depends on our ability to reach and serve both markets, and we
use our mobility to help us accomplish this. Our mobility allows us to both go where the
need is as well as go to where we can generate revenue. By pairing our social mission
with the strength of our mobility, we are confident that we can build a better Louisville
with this project.
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ORGANIZATION & MANAGEMENT
Our organization will be set up as a 501(C)3 nonprofit organization. We opted to form as
a 501(C)3 for the sake of accepting donations, which will enable us to use the pay-whatyou-can model and have flexible payment options. In addition, if well-executed,
accepting donations will allow us to avoid carrying long-term debts for capital
acquirements.
Nice Food is led by a management team and governed by a board of directors. Our
management team will comprise of a select few individuals as the full-time staff of Nice,
working daily to further our mission. The board of directors will be a team of individuals
with specific skillsets to offer Nice Food. The specific roles of each group will differ
depending on our stage of life.
There are two distinct phases we foresee with Nice Food: the Startup Phase and the
Operational Phase. Our startup phase began in August of 2019 and will end once we are
well established and are continuously open to the public, at which point we begin the
Operational Phase. The management of our organization changes between the two
phases. The Startup Phase is focused on moving quickly, taking opportunities and casting
the vision for the future of Nice Food. The Operational Phase is focused on executing the
initial vision while responding to outside influences and sharpening our service to better
achieve our mission.
Our Startup Phase is focused on taking leaps towards establishment. For this phase, the
management team and board of directors are small, quickly moving units who are
working together to take the next step towards operation. The management team is
unpaid through this phase in lieu of less time demanded and the need to keep costs at a
minimum. The board of directors will be less of a decision-making body, but rather as
guides, making sure the company is moving in a good direction. Once the board and
management team agree that Nice Food has found a clear operational and sustainable
path forward, phase two will begin.
Throughout the Operational Phase, the management team will narrow its primary efforts
to daily operations, while the board of directors will oversee the direction of the
organization. Our full-time management team will then receive salaries, any paid parttime employees will be paid hourly wages.
The Operational Phase’s board of directors will be comprised of up to seven people with
skillsets specific to our needs. We will continually include a fundraising expert, someone
well-versed in law, a marketer/storyteller, a food industry professional and a member of
our service market on our board. At least 50% of our board members should be based in
Kentucky, preferably in Louisville while our service is based there. The highly involved
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board is relied upon for big-picture decisions for Nice Food, following a vision set at our
founding.
All decision-making within Nice Food is focused on strengthening our ability to fight
hunger where we serve. We recognize that we are not the only people addressing the
problem, so our decisions will be made with regard to the actions of other organizations.
We are not in competition with other nonprofit services, we are working in conjunction
with these like-minded groups. We want to see Kentucky become the state that defeats
hunger, and our decision-making will reflect that goal as we develop, solidify and move
forward.
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MARKETING

MARKET ANALYSIS
Regardless of how novel our concept or noble our mission is, we still exist in a market full
of competitors. To examine our positioning in our competitive landscape, we employed a
Strengths, Weaknesses, Opportunities and Threats (SWOT) Analysis. This analysis looks
at strengths and weaknesses that we can control, as well as opportunities and threats set by
the outside conditions of the landscape.
SWOT ANALYSIS
Let us begin by examining our strength. Nice Food exists at the crux of two successful,
growing and popular industries in Louisville: food trucks and pay-what-you-can
restaurants. This combination gives us the ability to build on the strengths of each one.
We are taking the benevolent mission of pay-what-you-can restaurants and making it
mobile, which becomes our key competitive advantage. Our mobility allows us to (1)
bypass the transportation problem and (2) choose which demographics we serve.
Transportation is an issue felt disproportionately by the impoverished community,
especially in a city as spacious Louisville. By being mobile, we are able to take our
service where it is needed, ensuring that a person’s lack of transportation does not keep
them from coming to Nice Food.
This mobility also allows us to target specific demographics based on our needs. For
example, if we are low on funds, we will park at an area where we would expect to
receive a surplus of donations. Once we have a surplus, we would be able to park in a
community where we would expect to be giving the majority of meals served for free.
A weakness we encounter is the lack of space. Pay-what-you-can restaurants are able to
provide a strong sense of community, which is typically a flagship of their restaurants. As
a response to this, our organization focuses more on reaching larger amounts of people
across the whole of Louisville. Our mobility allows us to expand the reach of all paywhat-you-can restaurants.
Other weaknesses include our lack of brand recognition and resources, as well as the
general unfamiliarity of our concept. Since we are starting from scratch, we have no
brand recognition or resources acquired. To account for this, we are working with trusted
members of the community and people with histories in fundraising. With successful
marketing and fundraising, we will be able to turn each of these into strengths. To
address the unfamiliarity of our concept, we know to include educational components to
our marketing material. We must maintain a knowledgeable voice on food insecurity and
be able to communicate our mission and functionality easily.
We are locating in Louisville for its marvelous size of opportunity for us. Louisville is a
prime location for our service, as it provides both the largest sum of food insecure people
12

in the state (116,000 individuals),i as well as a prime commercial market.
Demographically, we will exist in a predominately white city where the average age is
thirty-nine and household income is $57,405.ii Louisville is a “foodie” city with a vibrant
restaurant scene that is up to date with most food trends. Likely food trends we will see
within the next year include plant-based proteins, a return to comfort food, and increased
vegan and food-allergy friendly options.iii We found a thriving food truck scene with over
ninety trucks operating within Jefferson County.iv Further, there are a number of paywhat-you-can model restaurants that exist predominately in the Portland neighborhood.v
The most significant threat to the food truck industry in Louisville is the fear of increased
legislature, which is a common threat to the industry across the country. In the same
breath, food trucks are nearing saturation in the market, meaning more and tighter
competition. The largest threat to pay-what-you-can restaurants comes with affiliation
with outside groups. Organizations is become tied to the public perception of their
affiliated political party, religious group, etc.
The establishment and success of current brick and mortar pay-what-you-can restaurants
is encouraging, and we believe making their model mobile is the next step in the fight
against food insecurity.

TARGET MARKETS
We have created six personas: three for our commercial market and three for our service
market. These personas are based on demographic research in Louisville; the personas
are used to help us identify and personify what the lives of our customers may look like.
Our commercial market consists of Rebecca: a soon-to-be grandmother with three
children. She lives in the St. Matthews area and works as a medical office manager.
Frank is a third-generation Chinese American who is new to Louisville and about to be a
father. Finally, Margaret is a college student at UofL and loves exploring restaurants with
her friends.
Our service market consists of Martha, a thirty-two-year old homeless woman who lives
downtown on Market street. She has been houseless for around a decade after her
husband died and is trying to save up what money she can make to put a deposit on a
cheap apartment. Tara and Marshall are two young parents who are having a hard time
making ends meet but like most parents, want to give their children the best lives they
can. Finally, Joan is an elderly woman suffering from heart problems and high medical
bills. What little money she does make from retirement is not enough to fully pay on her
bills. Our service market is larger than people would like to imagine, as more than 1 in 7
of Louisvillians suffer from food insecurity. These are the people we exist for; our entire
goal is to be a special experience that can be afforded even when money is tight.
Once again, our mobility allows flexibility in serving these two markets. Our mission is
achieved through our service market, but our sustainability is achieved through our
commercial market.
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MARKETING STRATEGY
Our brand identity is built around simplicity. We are addressing a complicated, intimate,
and deeply rooted issue that is felt by one in seven Louisvillians, vi but our proposed
solution is quite simple. Nice Food has built an easy way for people to act with kindness
and generosity, giving people the power to make an impact on the well-being of other
people. Our marketing strategy, then, is to showcase how simple it is to make a
difference.
We approach each market with a slightly different strategy while still centering around
the idea of simplicity. Towards our service market, we push our accessibility. The key to
reaching our service market is clearly communicating that we are always affordable.
Nonprofit organizations are typically a part of a network, sending their constituents to the
services they need. We want to be involved in these webs around Louisville. Not only
would we benefit from these networks, but our mobility would give us the opportunity to
reach multitudes across the city, helping further connect people to these services. We
plan on initially working with the Housing Authority, the Salvation Army and the
Louisville city government to find niches for our service.
Towards our commercial market, we are selling our mission, using emotional appeal
backed by logic as our key strategy. We know that the market for “being helpful towards
society” exists in Louisville because of the existence of other pay-what-you-can and
nonprofit restaurants. So, we are taking their model a step further. The next step in the
fight against food insecurity is to take the pay-what-you-can mission and break into one
of the trendiest industries in Modern America: the food truck scene.
Nice Food will be parked alongside other food trucks in Louisville proudly waving the
flag of fighting food insecurity. We will be at all of the festivals, street markets and city
events, ensuring that any person participating in Louisville society knows how simple it
is to make a difference. We are localizing the fight against hunger, asking each person to
do what they can to contribute.
Our message to not just individuals, but also to companies and organizations. A focal
point of our campaign is to collaborate with other groups. We receive several benefits
from involving outside organizations, including cutting our costs and deepening our
connections with the individuals that make up partnering organizations. If people feel
invested in Nice Food and our mission, then we will be able to retain them as consistent
customers increases dramatically.
We are using a bootstrap marketing plan, consisting of (1) local publicity, (2) online
presence and (3) street marketing. Several Louisville-based media groups, such as LEO
Weekly, the Courier Journal and WFPK, have turned their attention towards existing
nonprofit restaurants. We believe our mobile addition to the pay-what-you-can movement
will attract local journalists, pointing their own audiences towards us. Nice will maintain
a consistent online presence on our own website and social media. In addition to
storytelling, these will be used to communicate essential information, such as upcoming
locations, events and menu changes. Street marketing will be employed, using printed
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posters and chalk drawings to announce upcoming locations and events. Using this
combination of low-cost tools simultaneously provides our best return on investment in
marketing, allowing us to be good stewards of donated money entrusted in us.
Our marketing strategy revolves around building relationships. We want people to care
about our mission and be excited about what we are doing. We are localizing the fight
against food insecurity, and we want everyone involved.
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FINANCIALS

FINANCIAL REQUIREMENTS
Up until this point, Nice Food has been in a stage of idea development, establishing as
many details on paper as possible before dealing with money. We are now on the cusp of
putting our ideas to action, beginning to put our feet on the ground. We now must raise
$10,000 to begin laying a solid framework for Nice Food while keeping asset
acquirements low. This $10,000 will cover initial physical capital, software, and legal
fees.
We want to have our feet planted firmly on the ground before opening to the general
public, and every dollar of this will be spent ensuring we get there. We will be employing
a soft-opening style approach as a method of validating our assumptions before acquiring
capital resources. Throughout this initial testing phase, we will be operating as a pop-up
food service while working behind the curtain to legally establish and prepare our core
marketing tools. As we complete this Startup Phase, we will be ready to enter confidently
into our Operational Phase.
The first step towards operation is in legalities. We must set up as an official nonprofit
organization, using professional services here to ensure accuracy and legitimacy. Once
we are recognized as an organization, we will obtain the necessary licensing and permits
to be able to operate as a pop-up food service.
Beginning our company as a pop-up food service delays the need to purchase a full
mobile kitchen. We will only need enough physical assets to serve pre-prepped meals
rather than making meals from scratch on site. Opening slowly will allow us to gain
experience serving, establish a positive repertoire in niche communities, and sharpen our
financial estimates moving forward. After operating as a pop-up for a period, we will be
well-prepared to open a full kitchen.
It is also important that we begin investing in the essential software that will sit at the
base of our company. Our nonprofit status will allow us to receive discounts on most
software, including Quick Books, the Adobe Suite, and GoDaddy. We need our brand to
be ready to be seen by the public by the time we are ready to be open.
While the problem of food insecurity is urgent, we believe it takes time to build a lasting
solution, and the process of building that solution must be thoroughly and carefully done.
This testing phase will greatly increase our chances of success in the market, and it is
only possible through your collaboration. We recognize the risk of using a pay-what-youcan model, but by being proactive and adaptive, we are confident that this is a solution
that will make a lasting impact.
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FINANCIAL PROJECTIONS
Our goal is to begin operating as a pop-up kitchen in April of 2021, serving 80 meals for
the month, then growing into a mobile commercial kitchen and serving 800 meals a
month by August. Our first year will include high fixed costs associated with startup
purchases (a mobile commercial kitchen) and low variable costs, assuming we move into
the Operational Phase. By year two, Nice Food will start to see lower fixed costs and
higher variable costs due to operating more often.
We based our financial projections around the performance of other pay-what-you-can
restaurants. These predictions are based on each meal costing $4.60 to make each meal,
incorporating food costs and paper products/plasticware served with meals. We based our
projections on receiving an average of $6 a meal, which is receiving a $10 donation from
60% of our customers while giving 40% of our meals away for free. Fixed costs include
the salaries of the management team, starting at $15,000 each in the first year and
growing as the time commitment required by the position increases. Other costs included
are gasoline, permitting fees, insurance costs and professional fees. It is helpful to keep in
mind that we will accept any in-kind donations, but do not expect them. For example, we
plan on buying a generator, but we will gladly accept one as a gift.
The table below shows our projections through year three. “Balance Before Off-Site
Donations” indicates our target for fundraising each year. On-site donations will be used
first to cover variable costs. Off-site donations may be used to cover fixed costs but will
not be depended on to cover variable costs.
CATEGORY
On-Site Donations
Variable Costs
Fixed Costs
Total Expenses
Balance Before
Off-Site Donations

YEAR ONE
$ 26,670.00
$ 22,915.75
$ 86,550.00
$ 109,465.75
-$82,795.75
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YEAR TWO YEAR THREE
$
$
$
$

127,260.00
102,409.75
66,450.00
168,859.75
-$41,599.75

$ 145,950.00
$ 116,738.75
$ 86,450.00
$ 203,188.75
-$57,238.75

YEAR 1 FINANCIAL BREAKDOWN
YEAR 1

JAN

FEB

MAR

APR

MAY

JUNE

JULY

AUG

SEPT

OCT

NOV

DEC

YEAR END

Meal Service
Daily Meal Goal
Days of Operation
Meals per Month
Average Donations

$

Total Donations

$

-

$

-

$

-

$ 480.00

$ 1,440.00

$ 3,600.00

$ 3,600.00

$ 4,800.00

$ 4,200.00

$ 3,150.00

$ 2,700.00

$ 2,700.00

$
$

$
$

$
$

4.60
0
3.13
0
12.50
-

$
$

$
$

4.60
0
3.13
0
12.50
-

$
$

4.60
0
3.13
0
12.50
-

$ 4.60
$ 368.00
6
$ 3.13
$ 75.12
0
$ 12.50
$
-

$
4.60
$ 1,104.00
7
$
3.13
$ 175.28
0
$
12.50
$
-

$
4.60
$ 2,760.00
7
$
3.13
$ 328.65
0
$
12.50
$
-

$
4.60
$ 2,760.00
7
$
3.13
$ 328.65
0
$
12.50
$
-

$
4.60
$ 3,680.00
7
$
3.13
$ 438.20
0
$
12.50
$
-

$
4.60
$ 3,220.00
6
$
3.13
$ 375.60
0
$
12.50
$
-

$
4.60
$ 2,415.00
6
$
3.13
$ 281.70
0
$
12.50
$
-

$
4.60
$ 2,070.00
5
$
3.13
$ 234.75
0
$
12.50
$
-

$
4.60
$ 2,070.00 $
5
$
3.13
$ 234.75 $
0
$
12.50
$
$

Total Variable Costs

$

-

$

-

$

-

$ 443.12

$ 1,279.28

$ 3,088.65

$ 3,088.65

$ 4,118.20

$ 3,595.60

$ 2,696.70

$ 2,304.75

$ 2,304.75

$

22,919.70

Fixed Costs
Trailer
Nate's Salary
Ryan's Salary
Mobile Food Permit
Vendor ID
Vendor Permit
Audit/Legal
Bank & Merchant Fee
Liability Insurance
Payroll Taxes
Workmans Comp.

$
$
$
$
$
$
$
$
$
$
$

50,000
83.33
125.00
166.67
125.00

$
$
$
$
$
$
$ 83.33
$ 125.00
$ 166.67
$
$ 125.00

$
$
$
$
$
$
$
$
$
$
$

83.33
125.00
166.67
125.00

$
$
$
$
$
$
$
$
$
$
$

200.00
50.00
200.00
83.33
125.00
166.67
125.00

$
$
$
$
$
$
$
$
$
$
$

83.33
125.00
166.67
125.00

$
$ 2,150.00
$ 2,150.00
$
$
$
$
83.33
$ 125.00
$ 166.67
$
$ 125.00

$
$ 2,150.00
$ 2,150.00
$
$
$
$
83.33
$ 125.00
$ 166.67
$
$ 125.00

$
$ 2,150.00
$ 2,150.00
$
$
$
$
83.33
$ 125.00
$ 166.67
$
$ 125.00

$
$ 2,150.00
$ 2,150.00
$
$
$
$
83.33
$ 125.00
$ 166.67
$
$ 125.00

$
$ 2,150.00
$ 2,150.00
$
$
$
$
83.33
$ 125.00
$ 166.67
$
$ 125.00

$
$ 2,150.00
$ 2,150.00
$
$
$
$
83.33
$ 125.00
$ 166.67
$
$ 125.00

$
$ 2,150.00
$ 2,150.00
$
$
$
$
83.33
$ 125.00
$ 166.67
$
$ 125.00

$
$
$
$
$
$
$
$
$
$
$

50,000.00
15,050.00
15,050.00
200.00
50.00
200.00
1,000.00
1,500.00
2,000.00
1,500.00

Fixed Costs

$ 50,500

$

$

500

$

950

$

500

$

$

$

$

$

$

$

$

85,050.00

Variable Costs
Cost of Meals
Total Meal Costs
Hours per Day
Gas/Hour
Total Gas Costs
PT Hours a Day
Wage Rate
Total PT Wage Costs

$
$

0
6.00 $

$
$

0
6.00 $

500

$
$

0
6.00 $

20
4
80
6.00 $

30
8
240
6.00 $

40
15
600
6.00 $

4,800
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40
15
600
6.00 $

4,800

40
20
800
6.00 $

4,800

35
20
700
6.00 $

4,800

35
15
525
6.00 $

4,800

30
15
450
6.00 $

4,800

30
15
450
6.00

4,800

4445
$

26,670.00

20,447.00

2,472.70

-

BUSINESS MODEL CANVAS
The Business Model Canvas is a tool used to briefly summarize a business plan in the glance of a table. Ours is displayed below, with
explanations of each section explained afterwards.

BUSINESS MODEL CANVAS
KEY PARTNERS
Food suppliers
Local nonprofits
Louisville government
Commercial partners

KEY ACTIVITIES
Prepare quality meals
Form and maintain partnerships
Maintain a strong brand image
Continuously seek funding

Professional services
Donors

VALUE PROPOSITION
To the service market:
Access to affordable, high quality food

MARKET SEGMENTS
Service Market
Commercial market

To the commercial market:
Opportunity to serve the community

KEY RESOURCES
Mobile kitchen/transportation
Basic online platforms

CUSTOMER RELATIONSHIPS
At the window for meal service
Active online community
Meetings with donors and partners

To both markets:
Have a shared experience around food

COST STRUCTURE
Variable costs of food, labor, maintenance, etc.
Does not set the price of products, but does influence which market we serve

COMMUNICATION CHANNELS
Social media
Chalk, posters, flyers on the street
Newsletters to/conversations with nonprofits

REVENUE STREAMS
For a meal: Donate, volunteer, take a ticket and tell a friend
On-site donations: payment for meals
Off-site donations: fundraising, grants, sponsorships, personal checks, etc.
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VALUE PROPOSITION
The value proposition highlights the key values you provide to your customers. We are
providing access to affordable, high-quality food, made possible through the pay-whatyou-can model. When we say high-quality, we mean both nutritionally valuable and
prepared as a gourmet dish (we aren’t selling tuna cakes). We provide the opportunity to
serve the community, making serving your community as easy as eating at a food truck.
We also provide a shared experience around food, especially in settings where we serve
both the commercial and service markets.

MARKET SEGMENTS
We serve two distinct markets: the service and commercial markets. The service market
would not be able to afford a meal at a traditional food truck. The commercial market
would be eating at another food truck if ours was not there. These two markets are
typically found in different locations but can be found in the same place and served
concurrently.

CUSTOMER RELATIONSHIPS
We interact with our customers at the window for meal service. This happens in public
spaces, as we do not currently plan on working at private events. We will be
communicating with an active online community built around Nice to keep people
adequately informed and engaged with our company.

COMMUNICATION CHANNELS
As a food truck, the most important topic to communicate is our location. Our social
media channels (especially Twitter) will be focused on sharing our location. Chalk,
posters, and flyers will be used as physical advertising on the streets of Louisville. To
reach our service market, we will build a strong network of nonprofits who believe in our
service and then communicate through these groups. This approach will have our
message reach the market through a trusted voice. Especially with our service market, we
hope to establish a bit of a normal route and schedule, so people know when to expect us.

KEY RESOURCES
The most important resource for us is a mobile commercial kitchen. The kitchen could be
either in a renovated van or in a converted trailer to be pulled behind an SUV.
Regardless, we need an up-to-code kitchen. Another crucial resource is online tools, like
a website and social media platforms. Having functioning online tools will bolster our
ability to communicate with our markets.
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KEY ACTIVITIES
We need to prepare quality meals. This means we must source excellent ingredients and
take the time to craft exceptional dishes. A continuous effort will be given to developing
new and exciting partnerships that will allow us to reach more members of our
commercial and service markets. We also must establish and maintain a strong brand
image in the commercial market to keep our funding consistent. As a nonprofit
organization, it is also imperative that we continuously seek out funding opportunities.

KEY PARTNERS
Our service is only as strong as our partnerships. Our key partners include food suppliers,
local nonprofits, the Louisville city government, commercial partners, professional
services and individual donors. Each partnership exists to either expand our reach, raise
funds or cut back on costs. These are realized through volunteering, sharing resources,
parking locations, free marketing, etc. One of our most anticipated uses of partnerships is
hosting block parties, where we would invite several businesses to join us for a day of
service.

COST STRUCTURE
The cost structure shows the variable costs that dictate the price of our product. Because
of our model, we do not price our products, but we can influence the amount of revenue
we bring in by targeting different demographics. If our funds are low, we will serve at a
demographic where we expect to generate revenue. As a rule, we do not sacrifice the
quality of our food. We will bootstrap through other facets of the business to keep costs
low. Our goal is to serve our service market as much as possible. The lower we keep
costs, the more we can focus on the service market rather than the commercial market.

REVENUE STREAMS
This section is also heavily influenced by the pay-what-you-can model. We require that
each customer contributes to our mission, rather than paying. At the window, there are
three ways to contribute: (1) donate money, (2) volunteer, or (3) take a ticket and tell a
friend. We deal with on-site and off-site donations. On-site donations happen at the
window in exchange for a meal. Off-site donations happen away from the kitchen
through fundraising campaigns, grants, sponsorships, from individuals, etc. We also
encourage in-kind gift donations (such as a generator, vegetables, professional services,
etc.) to help us reduce costs.
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NARRATIVE
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A TIMELINE OVERVIEW
This timeline briefly tells the contents of each chapter of the following narrative portion.
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INTRODUCTION
I believe the chronological unfolding of events plays a crucial role in determining the
final product. So, I have worked through the history of Nice Food since before its
conception and have attempted to retell the highlights of this important and
transformative process.
I have had a love for building brands since early high school. In the tenth grade, I would
create new companies for our marketing assignments rather than use an existing business.
This legendary list includes Rooster (Pepsi mixed with Mt. Dew), Xcell (athletic
clothing) and Spryrup (maple syrup in an aerosol can). During the spring of my senior
year, I competed in the Future Business Leaders of America (FBLA) social media
campaign competition. The prompt was to design an event venue and build an
accompanying social media campaign. Our design and presentation for The Classic Hall
won regional and state competitions and afforded us a trip to Atlanta for the national
competition.
I carried these interests into college, and quickly discovered I would struggle to pick a
major. Public Relations was too focused on cleaning up messes, so I switched to
Entrepreneurship. There, I realized I had yet to have a decent idea for a business, so I
became undeclared. I was on the hunt for a field that would let me impact people with my
work while being decently creative. I wanted work that would allow me to address
serious issues people faced. I sampled classes in Marketing, Communication, Geography,
Architecture and Computer Science but remained uninspired and ready to drop out.
Then, I signed up for an Economic Development course and immediately fell in love. The
class covered how our “aid” may be decimating foreign economies, ruining people’s
chances of earning a better life for themselves. I began diving into economic theory
courses, studying how individuals are affected by decisions made in the distant offices of
people far removed from the one’s living with the consequences. I realized that though
policymakers generally do good work, real change comes when people are in action.
But what action?
Through this point in my life, I had a slew of interests but no set direction. I meandered
through college with open eyes and perked ears, finding true pleasure in learning and
shared experience. In an effort to uncover a hidden passion for international travel, I
signed up for a semester abroad. With my life to date as proof, I believe that any step you
take will change your life, and this step was no different.
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CHAPTER I:

CONCEPTION
To me, the most interesting part of living in England was seeing how humanity has the
same plagues everywhere. Nearly anywhere you go, there will be people who have been
forgotten and passed by the rest of society. This broke my heart.
I realized that people will do anything for misfortunate children (rightfully so), but once
people enter adulthood and hold some responsibility, we often choose not to show grace.
It is almost as though once people begin making decisions for themselves, mistakes
become unforgivable. I doubt many people would explicitly say they believe this, but our
actions show our beliefs. Any time we walk by someone on the street who is asking us
for help, but we choose to look the other way, what kind of message does that send them?
My memory always goes back to a man I met on Spring Break of sophomore year of
college. He had worked with the homeless for years; he had become friends with the
people he walked by every day. The homeless folks would tell him that the most hurtful
thing people would do was ignore them. These people would love some help, but even
more, they want to be treated with some respect and as an actual person.

TIM
A couple years after hearing this, I found myself in Lincoln, England. Lincoln is the
largest city in the area, with a population around 100,000. Homeless people would flock
to the city, much like they do to Bowling Green. It was in the middle of winter, with
snow and rain nearly each day along with blistering wind. I lived downtown, near all the
restaurants and pubs where I would meet my friends several times a week. It was on the
walk downtown that I passed a handful of pained faces each day.
So here I was, going to school in another country, on my way to get a portobella
mushroom sandwich for dinner and plan our next excursion around the Kingdom. Along
the way, I passed a man I had come to recognize. He was crouched in the entryway to a
bank to stay out of the wind and rain. He didn’t beg, he just sat and watched. I was met
with a choice: how would I treat this man?
I stopped to talk to him – not just to say hi, but to befriend him. His name was Tim, and
he was in his late twenties. He had been married, but a drug problem grew out of hand
and ran him out of his own life. He had just received news that he had been accepted to
live in the YMCA in two weeks, so he just had to make it until then.
After speaking and laughing a while, I asked if there was anything I could do for him. All
he asked for was a hot meal. No money, no blanket, just the gift of a hot plate of food.
I’ve carried that experience with Tim in the back of my head ever since. I think of how
hard it would be to sit through a cold, wet night outside. The least I could do is spend a
few dollars to make it more bearable for Tim, especially if I were already out spending
money for myself.
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A PICNIC
Not long after meeting Tim, I travelled to York, England with a friend. We walked
through the crowded streets downtown in search of life under the age of 30. It was around
midnight and yet another cold and windy night, typical of an English February.
We made our way into the main square of town, an area fixed around the old cathedral
and removed from neon lights. In the square, there was a picnic table spread with an
arrangement of breads, soups, casseroles and desserts. We approached the people at the
table, and they offered us a plate. Being a permanently hungry male, I obliged. I asked
what the occasion was. They told me they were having a picnic with their friends, and
everyone was invited.
I looked around and noticed that the crowd was composed of young and old, men and
women, housed and houseless. Over a bowl of soup, I met a man who was around 50
years old. He was quite withered, having seen his share of hard days. He told me about
his daughter, how she isn’t aware of his situation. Because of this picnic, though, he had
found a community.
What had been experienced that night was a true person-to-person connection. Everyone
needs food, regardless of financial circumstances. At that picnic, I satisfied my hunger
beside another man doing the same. I shared a meal with another person. He just
happened to be homeless. I was floored by the experience.
I immediately wanted to recreate this in a sustainable way. I wanted to build an
atmosphere like the one I had walked into and build it in a way that people knew it would
last. I began dreaming of a pay-it-forward food truck. The truck could go park at a music
festival, make plenty of money, and use the profit to buy food that would be given away
for free. We could give the food away to whoever wanted some, just like at a
neighborhood barbecue or a community picnic downtown.

REACH
The idea for this food truck stewed in my head for months. I would bounce the idea off
peers and professionals, mostly receiving encouragement and positive feedback. I began
studying the food trucks where I ate and would circle food truck festivals on the calendar.
I would speak with their owners and workers, trying to gauge whether my idea was
possible or not. The first name I had considered was “Second Helpings” but thankfully, it
didn’t stick.
Summertime came around and I came back to the States. I had secured a summer job
with Reach Mission Trips, a small nonprofit organization that hosts construction-based
camps around the country for church youth groups. When you work for Reach, you have
no life outside of Reach. You start moving at 6 in the morning and don’t stop until
midnight. What would normally be an exhausting and near impossible job was actually a
paradise, and this is because of the incredible atmosphere Reach is able to create.
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I was lucky to have been at Reach. Since it was a small organization, I was able to work
closely with the founder and director. I took that opportunity to ask him about my idea,
and he was all on board. We decided that being a nonprofit made the most sense, as it
would allow my organization to worry less about money and more about the mission.
Even more valuable to me, though, was the chance to be fully immersed into a project
everyone believed in. This man walked confidently and led a group that was determined
to make a difference, and they surely did. After seeing him live out his crazy dream of a
company and have a great time doing it, I figured I could do the same.

SPARK
As summer was coming to its closing, I was back in Kentucky preparing for my final
year of college. I was in Versailles, KY to attend the Railbird Festival on the Keeneland
grounds. Before the festival, I went walking around downtown Versailles looking for a
place to have lunch. The first restaurant I passed that was open for Sunday brunch was a
place called Spark Community Café. The restaurant looked fine, so I walked in.
The hostess showed me to my table, brought me water, and went over the Sunday
specials. I decided on the brunch buffet, where they featured a Cajun-inspired spread that
would have made any Louisianan smile. As I slowly ate the shrimp and grits, I noticed a
pamphlet on the table. The waitress saw that I began reading and quickly joined me at the
table once again.
“Have you ever been here at Spark before?” I replied that I hadn’t, so she proceeded to
give her spiel. “This is a pay-what-you-can restaurant. You can pay whatever price you
like; the money goes to providing a meal for free to someone who comes in and isn’t able
to pay themselves. Our goal is to have a restaurant where people from any walk of life
can come in and dine together.”
My jaw sat in my lap. I excitedly told her that I had been dreaming up a food truck that
did essentially the same thing, to which she said, “you should go talk to the directors,
they’re over at that corner booth.”
I finished my meal, gathered my thoughts and approached their table. I introduced
myself, told them my idea and asked for a meeting. They agreed, we set a date, and I left
a happy man.
On the Wednesday before my senior year at WKU began, I sat down with the
management team of Spark Community Café in Versailles, KY. The management team
consisted of one bona fide adult, Kyle, and a college student, Tristan. The two became a
team at Woodford County High School, where Tristan was enrolled in a class of Kyle’s.
The assignment was to create a community-based project, and Tristan presented the idea
for Spark. The project came to fruition years later, and now I sat in front of them wanting
to nearly replicate their business.
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They introduced me to the pay-what-you-can model and introduced me to One World
Everybody Eats, a nationwide network of restaurants that each use this model. I had
heard of “paying it forward” but this was something more intentional. Where pay-itforward is one person is giving and the other person is receiving, pay-what-you-can is
everyone giving and everyone receiving. Pay-what-you-can communicates that everyone
has value, each person can contribute.
My mind immediately went to the MIT developmental economist Esther Duflo’s Nobel
Prize-winning work on free handouts. vii Her research and experiments have shown that
when people receive something for free, they assign no value to it and feel no ownership
of whatever it is. When people pay a price, be it the whole or a fraction of the price,
people begin to value it.
This linkage between economic theory and social service grabbed me. I was sold on the
model. Leaving the meeting, I called Dr. Whitney Peake at WKU’s Center for
Entrepreneurship and Innovation to tell her I finally had an idea called Nice Food.
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CHAPTER II:

LEARNING
The fall semester of 2019 began and I had the momentum of a speedy rhinoceros at full
gallop. On the first day of classes, I walked into the WKU Center for Entrepreneurship
and Innovation to speak with Dr. Peake, and we immediately crafted my class schedule to
compliment my project. She led me next door to meet my new professor.
As Dr. Cole Crider rose from his seat to shake my hand, he kept rising. I laughed in
shock of the sheer height of this man. This was his first full-time position professing the
topic of entrepreneurship, and I was happy to have him earn his paycheck. We
immediately sat down and went over my idea, which was not much. At that point, the
extent of knowledge on Nice Food was this:
1. It’s a nonprofit
2. It uses the pay-what-you-can model
3. It would be in a trailer so it could operate without needing a working vehicle
There was plenty of work to be done, and I had no clue where to start. Thankfully, Dr.
Crider gave me a form of a compass to be used through the startup process.

THE THREE CIRCLES
The three circles are a way to organize your personal knowledge about everything,
helping you realize where your expertise is and where you need to grow.
This is the first circle. It represents what you know. You are an expert in these
areas; you don’t need to rely on any outside help to understand topics or
perform tasks in this circle.
The second circle represents what you know that you
don’t know. You are aware that the contents of the second
circle exist, but you know you are not an expert in those
areas. Since you are aware of these contents, though, they
do not surprise you when you come to them. Instead of
being surprised, you know where to find people who are
experts in the topics.

x

The second circle can come to include your network. The
people you know are going to be the problem solvers you need
at some point. Their expertise in their respective fields allows you to devote your time to
what you do best. The second circle should influence how you build your network, so
you have connections in every field you can think of.

30

The
third and
largest circle
is what you don’t
know you don’t know.
It’s helpful to imagine you are jumping hurdles. There are some hurdles that you know
you can jump on your own, this is your first circle. If you are running along and see a
hurdle in front of you, this is your second circle. Since you see the hurdle, you at least
know you will need to jump it at some point. Suppose you are running at full speed and
you don’t see any hurdles in your way, but then you run into one you didn’t see. This is
your third circle, and these are the dangerous hurdles.
Your first job then, when starting a business, is to grow your second circle so that you see
the obstacles that lie ahead of you. You don’t have to become an expert on every topic,
but you need to at least be aware of the topic and know who the experts are.
For Nice Food, this meant I had to find the experts in the fields we would be involved in:
social services, businesses, and food services. Dr. Crider and I decided I should dedicate
the semester to learn as much as possible about these fields, growing my second circle.
So, I began setting up meetings with community and industry leaders.
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INTERVIEWS
Dr. Crider helped me shape a format for interviews that would ensure I came away from
each one with helpful information. First, I needed at least three questions specific to the
interviewee’s position and expertise. I was trying to understand the landscape of my
industries, and these people had detailed perspectives to offer. Second, I needed at least
three people they could connect me with. This approach worked incredibly well, and after
a few weeks, I had an understanding of the interconnected nature of nonprofits.
The first office I had called was the Bowling Green Chamber of Commerce. They were
enthusiastic about the idea, which bolstered my confidence. Up until this point, they had
been the most unbiased stakeholders in the project; their acceptance and validation gave
me the confidence to walk into any room and talk proudly about the idea. The Chamber
pointed me towards Abraham Williams, the highly esteemed and awarded executive
director of the Bowling Green Housing Authority.
Entrepreneurship is problem solving. To solve a problem, you must know the problem.
I’ve had tastes and personal experiences of the problem Nice Food is addressing, but I
had never lived in it. Here was a man, though, who had dedicated his long career to
serving the same population I’ve wanted to serve. He knows the problem I’m addressing
inside and out, so I was both excited and nervous to hear his feedback in this meeting.
Mr. Williams taught me a lesson that day that changed the focus of Nice Food. He put my
service into the perspective of the people I would be serving. First, he emphasized that I
pay special attention to preserving dignity, to approach each situation as “everyone is
contributing” rather than as Nice being a hero. Then, he emphasized that there are many
other problems felt by these communities. While an affordable meal is helpful, we are not
providing employable skills, housing, or access to education. Since then, we have
approached Nice Food with a greater clarity of our own service: we are here to bring a
special experience. We cannot be a crutch, but rather a friend walking by your side
during hard times.
Mr. Williams pointed me towards a couple nonprofits in Bowling Green who he thought I
should meet: Hotel, Inc. and the local Salvation Army branch. Hotel, Inc. is a sort of onestop-shop for services. Their organization looked around at the available services and
filled the gaps they had the means to do, from groceries to job networking. Their director,
Mrs. Rhondell Miller, taught me to always pursue the end goal and to seek to solve
problems, rather than put a bandage over them.
Our local Salvation Army has 78 beds for the homeless’ use and provides each meal of
the day for their residents. They also serve around 200 free lunches per day every
Monday through Friday. Through their interview, I learned to look for gaps in service. If
the Salvation Army is serving 200 lunches a day on weekdays, that leaves breakfasts and
dinners on weekdays and the entire weekend unserved by them. By being a mobile unit, I
knew Nice Food could try different times and locations to find our most effective and
helpful time of service.
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DIGGING IN
As the interviews continued, life continued on as usual. I was still a full-time student who
needed a job and wanted to be active in the community. With Nice Food holding nearly
all of my attention, I decided to direct each of these areas of my life towards the
progression of my project. I crafted a school schedule around the project, got a job that
built my experience, and began volunteering at a local nonprofit for the homeless. Over
the semester, I had directed the majority of my time to this project.
I was still a full-time student, with just one year of upper-level classes remaining. I was
taking several classes that propelled me down the road for this dream, including New
Venture Business Planning and Grant Writing. Dr. J.A. Rice’s Grant Writing class forced
me to write 15 pages in detail about the project, its goals and its feasibility. Concurrently,
the business planning course with Dr. Crider gave me the tools to uncover the details of
the company Nice Food would be. The two classes worked together to guide me down a
path of progress and kept me keenly focused on the project the whole semester.
I needed to work in the food industry, and not just any restaurant would do. I couldn’t be
a number; I couldn’t be a gear in a sales machine. I needed to be in a small, personal
environment where I could learn from what everyone was doing. I needed to be able to
watch the management closely, see which leadership styles worked and what kitchen
systems worked well for them. I ended up working at the White Squirrel Brewery, which
is frequently among the top-rated restaurants in Bowling Green. During the interview, I
told them my plans with Nice and they agreed to take me on board. In that environment, I
was free to ask questions and shadow any workers in the building. This work experience
allowed me to see the inside of a great food service in action.
So far, I had been gaining applicable skills both in the workforce and academically to
prepare for Nice Food, but I had yet to spend any extended time with the homeless. Aside
from stopping and talking to people on the street, I hadn’t intentionally dedicated any
time to a service. Through my local church, I started to get involved in a service called
Room in the Inn. Room in the Inn is a nationwide organization that uses different church
buildings and volunteers around the community to provide a place to sleep and a couple
meals to homeless folks.
I began serving as an innkeeper with this organization, which allowed me to sit and
commune with guys who had been down on luck. Spending time with these guys did
nothing but soften my heart more so to people in their situation. Most of the men I would
stay with were kind, humble and grateful. Many of them were fathers, some were even
college educated. Many were travelers, they spent a few years here and a few years there.
I became friends with several of the guys, like Jeff, Randy and Mike. More than anything
else, working with Room in the Inn helped me to see the similarities we had with each
other, seeing that we all have the same shared humanity.

33

BUILDING A TEAM
Over the course of the semester, a group of people began to form around this idea. At
some point in the fall, I was having a coffee with Ms. Charlotte Elder, a professor of
communication whose classes I had taken several times. Ms. Elder has known me since
my first day as a Hilltopper; I sat in her classroom my first Monday of college curriculum
for Public Speaking in 2016. I later took her Leadership Communication class. We had
made a habit of keeping up with each other, she was perhaps the first professor that I
considered to be a friend.
When I told her about my new project with Nice, she was immediately interested. We
continued to meet and speak about the idea, and it soon became obvious that a team was
forming. Ms. Elder has had a past career in fundraising for Georgetown College, is
currently serving on the board of Lost River Cave and is enough of an expert in
communication to earn a salary talking about it. Pairing her experience with her
friendship and belief in me as a leader led me to ask her to be the first chairman of the
board. Thankfully, she agreed.
Around that time as well, Ryan Linton was also gaining interest in the project. Ryan was
my first college roommate; we lived together for two years and continued to be close
friends after we quit sharing a room. His college has trained him in communication,
marketing, and public problem solving. Apart from the fact that we are best friends, his
knowledge and heart for social issues made him a great fit for the team. Ryan joined the
team and will become a co-director as the project develops further.
The momentum of Nice Food continued to build. Back on campus, I had begun to gain
support from WKU to keep on with the project. I had entered and co-won the Top Ideas
competition for entrepreneurship students. Nice had been accepted to be my Capstone
Experience Project for the Mahurin Honors College, opening the door to earn class credit
for my work. Perhaps most importantly, I had received the Scholars in Service
Scholarship, the funding of which would pay to send me to Texas in January for the One
World Everybody Eats annual summit.

ONE WORLD EVERYBODY EATS
In the first meeting held with Spark, they had introduced me to this nationwide network
of pay-what-you-can restaurants called One World Everybody Eats (OWEE). The
network exists so that the pay-what-you-can model may thrive and lower food insecurity
in each community. OWEE is a collective of independent restaurants, not a franchise.
Each member restaurant is encouraged to do what works in their community and share
their results with the network. OWEE has been around since the mid-2000’s and has
grown to include over 50 restaurants, including one founded by Jon Bon Jovi. Their
established success across the nation immediately convinced me that running Nice Food
was possible, so I knew I would want to join.
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During that initial meeting with Spark, they told me one of the key milestones of their
development was attending the OWEE annual summit. Once they were exposed to that
community and wealth of knowledge, Spark saw the path they were on more clearly.
They strongly encouraged me to do what it takes to ensure I made it to the conference.
Thanks to the Scholars in Service fund, I was able to attend the annual summit in January
2020 at Fort Worth, Texas. The conference included keynote speakers, breakout sessions
and workshops, volunteer opportunities at the hosting pay-what-you-can restaurant, and
an incredible opportunity to network. The conference had around 50-60 attendees, with
experience levels ranging from the creators of the model down to potential startups like
myself.
The focal topics of the conference were fundraising and board development; most of the
leaders and speakers were restaurant managers. This conference is truly the only place in
the world to be exposed to such experience and insight on the pay-what-you-can model,
and I took that opportunity to soak in as much information as possible on the subject.
What carried even more importance, however, was the chance to meet these people.
A family had been formed around this restaurant model. These people all saw the paywhat-you-can model as the answer to one of the world’s most pressing problems. I was
quickly accepted into the One World family, and even generated a deal of excitement for
being a young person helping continue their mission. Everyone offered great support,
urging me to reach out with any questions, and I surely have. I regularly keep in contact
with several friends from the conference, with plans to volunteer and shadow at many of
their restaurants. I even secured an internship for the fall of 2020 at one of the restaurants.
Coming out of this conference, Nice Food had a new energy and excitement about it. Our
idea had been validated by people who were in the industry and we were ready to start
solidifying some of the details of the company.
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CHAPTER III:

SOLIDIFYING
Coming into the spring of 2020, my final semester of college, I knew that Nice Food had
a unique opportunity in front of it. There is a full plethora of resources for support to
collegiate entrepreneurs, and this would be my last chance to use them. Some of these
resources included university-granted class time, a wide range of professionals dedicated
to students, and entrepreneurship competitions.

WRAPPING IT UP
For the spring semester, I was able to fix two classes in my schedule to be open periods
to work on Nice Food. Through the Gordon Ford College of Business, I have been
completing a self-guided entrepreneurship internship, which is completing my
entrepreneurship minor. Through the Mahurin Honors College, I was granted class time
to continue working on the project and prepare this document. These two classes have
allowed me to spend more time than ever on Nice, working on competition submissions
and furthering the company’s development.
To prove our competence for potential investors and donors, we had to begin filling in the
fine details of how our organization would operate. I used business plan competitions to
guide the work that needed to be done with Nice. They directed my attention towards
developing our organizational structure, marketing strategies and financial estimates.
Through this process, I continued working closely with Dr. Peake and Dr. Crider in the
entrepreneurship department, the Nice Food team, and Dr. Azurdee Garland, a PhD.
holder in nonprofit management and the founder/director of Phoenix Rising.
I had met Dr. Garland in the fall semester at a Women’s Entrepreneurship Week event. I
could feel her directly addressing me as she shared her experiences with nonprofits on the
discussion panel. After the event, I introduced myself and asked for a meeting so I could
pick her brain. She responded enthusiastically and offered to walk us through our
formation as a nonprofit.
Just like that, our organizational structure was quite well guided and under way.
The next area to develop was our marketing strategy. I have always been firm on the
branding Nice would have. The brand would be simple. In
everything, use a shade of blue we now call “Nice Blue” and the
lovely RALEWAY BLACK font. Solid branding strategy has
been a key interest of mine for over a decade now – it is
probably what sits at the base of my desire to be an
entrepreneur. A solid brand, as I have come to learn, focuses
on consistency. In order to make someone a fan of our brand,
you must present them a consistent depiction of who Nice Food is.
At its core, Nice Food is simple. It uses a logical approach to solve a very prevalent
problem, but more importantly, it is easy to be involved and make a difference.
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After big-picture branding, I didn’t know how to develop the marketing strategy further.
Thankfully, Ryan did. He picked up the responsibility of running our market analysis,
helping us pinpoint our target demographics with credible research. Under Ryan’s
guidance, we developed a marketing strategy that pushes forth our core values, engaging
people from many corners of society.
When the time came to develop financial projections, I called on Tristan Farrell, the
collegiate co-director of Spark Community Café. He graciously provided their yearly
budget, which gave me insight to the financial structure specifically for pay-what-youcan restaurants. I continued to work with Dr. Crider, who helped me decipher what
should be included or left out of my projections. After a couple weeks of work, I walked
away with some projections based on the performance of several other pay-what-you-can
restaurants and for-profit restaurants alike.
Working through these details were an essential step in the formation of Nice Food. I was
largely motivated to do this work because of the coming competition season, when we
would take all that we have prepared and show it to whoever would listen.

COMPETITION SEASON
Spring semesters are choc-full of opportunities for students to showcase how they have
been spending their time in university. For me, these opportunities included e-Fest in
Minneapolis, the Kentucky Honors Roundtable conference and KY Pitch. The first step
in approaching these presentations was to decipher each audience’s interests and craft our
message according to those interests.
The first event we approached was the e-Fest competition, based in Minneapolis. This is
a nationwide entrepreneurship competition, meaning we would be speaking to business
minds. Up until this point, my experience has shown me that business minds may be the
most difficult to convert to believers in this model, and understandably so. We don’t have
menu prices and welcome people to take a meal for free, so it is quite reasonable to
expect the model wouldn’t sustain itself. However, there are 50 restaurants across the
nation who are showing that the model does work. Even more, there are already similar
models in Louisville, so people have likely been exposed to the model before us. We
crafted our message to highlight the validity of the pay-what-you-can model. We lost the
competition, but the practice and experience proved worthwhile.
Next up was he Kentucky Honors Roundtable, which is an academic gathering of
students from the state’s honors programs. This audience did not want a business pitch,
they wanted to know the academic merit of the project. For this, I crafted our message to
showcase how much time has gone into the project and highlight the approaches used to
get where we are. The goal of this presentation was partially to stir up interest for Nice
Food but was more to earn the trust of the academic leaders in the state and hopefully
show that the path is replicable.
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Though we did not earn any money between these two presentations, we continued to
narrow our focus and sharpened our voice and branding. They gave us experience using
different mediums to communicate and allowed us to see how people responded. We
used that feedback to inform our upcoming shot at KY Pitch.
KY Pitch is a Kentucky-based business pitch competition, and it is aptly named. We had
a good feeling that we would strike a nerve with the judge panel, since we are offering
potentially a state-wide warrior against hunger. The entry requirements were to draft a
business plan summary, so we spent the majority of the time laying out the pay-whatyou-can model. We were accepted to the second round of the competition, where we
would have to create a 2-minute video submission.
Heading into this new video project, we took a hard look at what we wanted to
communicate. We had already explained our model, and they believed in it. We already
gave them our marketing strategy and financial projections, and they approved. What
they hadn’t seen, however, was our energy. With this video, we had the chance to put the
true personality of Nice Food on display.
A foundational component of the mission of Nice Food is to provide an incredible
experience. When someone comes to Nice Food, they are coming to a party. People are
energetic, optimistic, and working together to make a difference. Our video reflects these
traits. The video is a fast-paced call to action, focusing on how easy it is to be a part of a
solution to food insecurity. The video gained traction – with minimal promotion of the
video, it has amassed 900 views and around a hundred shares.
The video also worked well in the KY Pitch competition. The competition itself has been
postponed due to COVID-19, but their organization has continued their efforts to help
young entrepreneurs. Our video gave us plenty of reputation points in their eyes, as they
now consider us to be true commercial competitors rather than a standard feeding
program. We are currently working with KY Pitch to build a strong network across the
Bluegrass, using their validity as an organization to back up our credibility.
Well, that brings us to today, April 30, 2020. Looking back, it astounds me how many
hands have been involved in this whole process. Every conversation was crucial and
nearly every interaction made a lasting impact on me. I learned to keep my eyes open and
ears perked. It has seemed that doors were open everywhere, I just had to see them and
walk through them. Through this community-wide collaboration, Nice Food is sitting in
an incredible position and is poised to continue onward.
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CONCLUSION
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PERSONAL GROWTH
As graduation approaches, I have had a chance to meditate on my experience here at
Western. The final year of my college education has revolved around Nice Food, which
has given me the chance apply many of the skills I have gained in school. In a sense,
Nice Food is an accurate representation of my college degree.
The project is a manifestation of my major and minor: I have started a company grounded
in economic theory. Economics has guided my approach to solving the food insecurity
problem, and entrepreneurship has given me the tools to start the company that will see
the solution through. The big picture of Nice Food is a simple combination of these two
fields. In order to fill in the finer details of the company, though, I’ve had to work in a
wide variety of fields.
Over the course of starting Nice, I have had my feet in marketing, management,
advertising, filmmaking, accounting, public service and nonprofit organization. I have
been able to determine in which areas I excel and enjoy. It was also made apparent that
there are subjects I despise and struggle to work in. Having this depth of exposure while
still a student has allowed me to turn my strengths into specialties and patch up some
weaknesses. Because of this project, I am leaving Western with a much better
understanding of my professional strengths and interests, as well as where I will need to
hire someone else to help out (taxes, sheesh).
The progression of Nice Food has been largely dependent upon my ability to garner
support, and this has boiled down to communication. Communicating on behalf of Nice
Food has polished my skills in writing, designing, researching and critical thinking. Each
meeting, paper and presentation required me to think through what information was
needed by the audience, then wrap up a message and present it in a way that was easily
comprehendible to new ears. These are skills that have allowed Nice to progress to where
it is; these skills will also be applicable in nearly any setting for the rest of my career.
Perhaps more than anything else, I have learned how to work with other people. I have
learned how to use not only what I have to offer, but what every person around has to
offer as well. Though I have been the one guiding and caring for Nice Food, the project
would not have made it this far on my own. People from different specialties,
organizations, and even states have contributed to a project they believe in, and the result
is a new nonprofit poised to begin making a difference.
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MOVING FORWARD
Nice Food is now preparing to make some sizable steps forward as Ryan and myself
graduate from college. We have about a year of momentum built up, the guidance from
several mentors, and the attention of influential people. Our team is now confident in our
model and is ready to begin putting our plan to action.
The first steps forward are to establish and proclaim our existence to the world. This
entails registering as a charity in the state of Kentucky and then creating an online
presence. We will be able to accept donations once formed as a charity, which will open
the door to operating as a pop-up restaurant. As a pop-up, we will be using minimal
resources and test out menu items and the pay-what-you-can process. The details of this
pop-up are not yet set, but it will likely be us hosting quesadilla or pancake nights, and
yes, it will be a lot of fun. Operating as a pop-up not only lets us test our service, but it
also will be excellent marketing for Nice.
Once people are interested in the project, they have to be able to find us online.
Therefore, we are currently working to establish our online presence using a website and
social media (find us at @nicefoodky on Instagram, Twitter and Facebook). The primary
purposes of these platforms are to inform our customers, get people on our email list and
encourage/accept donations.
Looking further into the future at August 2020, Ryan and I will both be leaving Bowling
Green. Ryan will be returning to his hometown of Louisville, KY, and I will be moving
to Montana for the fall season. In Louisville, Ryan will be working to establish footing in
Louisville for Nice while also volunteering at other pay-what-you-can restaurants in the
city. I am moving to Bozeman, Montana to complete an internship at Fork & Spoon Café,
a member of One World Everybody Eats. I met the head chef from Fork & Spoon at the
OWEE annual summit; she invited me to join her staff for the season to learn how to run
a pay-what-you-can place. Once I return from Montana, Ryan and I will be joining forces
in Louisville to get Nice Food ready to launch.
We will hit the ground running in 2021. By that point, we will both have gained a great
deal of experience and will be able to confidently act as stewards of the donations we
receive. We plan to begin serving meals regularly by April.
No matter what comes of this project, I am immensely glad I have gone down this road.
If Nice Food fails, then it serves as my master’s program. If it works, then I’ve got a
really cool career ahead of me.
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APPENDIX
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APPENDIX A
KY PITCH VIDEO SET
We used my famed yellow armchair as the visual anchor for our video submission to KY
Pitch in March of 2020. Below are a set of images from the video itself and from the
shooting day. Our video featured scenes from all around our campus.
At the time the video was shot, did not realize it would be the last project I would do on
campus as a Hilltopper.

The video can be found at https://www.youtube.com/watch?v=LQKX1JN0wik
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This man was walking around campus as we were filming. When I noticed his puzzled
expression, I asked if he’d like to have a role in our video. He agreed.
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APPENDIX B
E-FEST SOCIAL IMPACT
As a part of the submission for the E-Fest in Minneapolis, we were prompted to submit
our Social Impact summary. Ryan took the lead on creating the two-page document.
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NOVELTY
Within the Louisville Metropolitan Area, there are over 90 food trucks -- a
handful of pay-what-you-can restaurants are isolated to the Portland neighborhood of
Louisville. However, there are no ventures that combine the two ideas within the city of
Louisville or state of Kentucky. On a larger scale, Same Café in Denver, Colorado and
Mobile Grace Café in Omaha, Nebraska are two enterprises that have added a food truck
to their pay-what-you-can café models.
Therefore, within Louisville and the state of Kentucky, we are the only venture to
combine the pay-what-you-can model and mobile kitchen, and we are just the third food
truck in the nation of this kind.
SOCIAL VALUE
We are more doing more than providing calories. We are allowing individuals to
have experiences that exist for them outside the bounds of money. We are giving people
the luxury of choice, the freedom of ordering freely. We are specifically trying to
improve the quality of life for suppressed people by giving access to a dignifying
experience. We are not a feeding program, but rather a special experience. We do not
want to be a crutch, but rather a helping friend walking by their side, and we will do this
by focusing on two themes of social value: community and awareness.
We will build community by bridging gaps between the socioeconomic sections
of Louisville. This will be seen by our ability to create platforms for people from
underprivileged communities to share their story with patrons and by our ability to create
and operate a cohesive network of volunteers that exist beyond class boundaries. We are
localizing the fight against hunger, working with, not for, the communities we serve to
create solutions to problems they experience.
We seek to increase overall awareness of the issue of food insecurity and how
poverty and economic inequality create and exacerbate this issue. Further, we will create
sustainable solutions for continued operations whilst growing our reach and impact which
will be shown through our work to limit our use of plastic and minimize food and water
waste and by our ability to service a larger range.
COMPELLING ADVANTAGE
Nice Food exists at the crux of the food truck industry and the pay-what-you-can
restaurant model. By existing at this intersection, we are able to pull what we see to be
the most valuable aspects from each model to ensure our success: mobility, flexibility and
social value. Our mobility places us at an advantage compared to other pay-what-you-can
restaurants because we have the ability to travel to where people need us (because of
transportation limitations for people) as well as to where we can build revenue. Our
flexible menu allows us to make the most of donated wholesale food, first and foremost.
This flexibility also allows us to keep excitement high in our commercial market, adding
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a level of urgency to experiencing Nice Food. Our social mission sets us apart from
traditional food trucks by making each meal an opportunity for the community to serve
itself. Ultimately, we want to demolish our traditional food truck competitors, but work
wholly with local brick and mortar pay-what-you-can restaurants. Our goal is ultimately
to end hunger in Louisville, and this can only be done by working together with likeminded people, not by trying to out-serve them.
SOCIAL IMPACT POTENTIAL
We know that we alone can’t end hunger. Food insecurity is a personal and
structural problem that has innumerable causes and effects. Two guys from rural
Kentucky cannot change structural problems. However, we see that at the heart of every
societal issue is the question of how we treat our fellow humans. Traditional restaurants
do not value their customers, they value the customer’s money. We, on the other hand,
value each person who comes to our window, and we communicate this by requiring that
each customer contributes to our mission. Options for contributing are: 1). donating
money, 2). volunteering or 3). helping with word-of-mouth advertising. By showing each
individual that their contribution is valued, we are empowering people to walk through
their lives more confidently, with their heads held high. This is our personal-level impact.
From there, we move towards breaking down the structure of the problem:
hunger. We begin by including all people effected: our service and commercial market,
fellow nonprofits, government agencies, and other stakeholders to create comprehensive
analyses of the problem from multiple perspectives which allows for in-depth,
comprehensive solutions to be found. We are but one stakeholder in a problem that spans
time and distance and we are unable to do this by ourselves but by working with a
network of people, businesses, and organizations just as passionate about people as we
are.
FEASIBILITY
We are not alone in this fight. We are backed by dozens of professionals in
academia, non-profit management, food service, serial entrepreneurship, and even a man
named Food Truck Chuck (the man responsible for the Dallas, Texas food truck scene).
Further, the pay-what-you-can model is proven to be possible. One World Everybody
Eats, the aforementioned network of pay-what-you-can restaurants, has been in operation
for over a decade, and we have already been accepted into this network.
With this wealth of experience and expertise a phone call away, we are confident
in our ability to bring our idea to life and keep it alive. Restaurants are notoriously risky
as startups; no restaurant can guarantee success because of their drastic reliance upon
public perception. But by paying attention to key-performance indicators, offering a
consistently high-quality product, and listening to what our customers want and need, we
will do everything within our power to ensure success.
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APPENDIX C
E-FEST VIDEO SUBMISSION
The goal of the E-Fest video submission was to completely deliver the business plan of
Nice Food. This was the first video project we had done. Honestly, we struggled initially
to find our voice on video. Up until that point, I had only written or delivered in-person
presentations on behalf of Nice Food. We eventually found a groove and crafted a
compelling intro video explaining our service.
The video was filmed in the Bowling Green Fountain Square Park.
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APPENDIX D
MEETING PROPOSAL
As I would be searching for people to meet about Nice Food with, I would create meeting
proposal documents to introduce them to the idea. I wanted to present myself as someone
wanting to start a new company rather than a student that wants to meet someone with a
job. The two-page document would be sent to each person I reached out to asking for
their time. Today, it is interesting to look back over these initial write-ups to see how our
phrasing has changed.
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What It Is
Nice Food is a pay-it-forward food truck where everyone can eat regardless of their
ability to pay.
It will be set up as a 501(C)3 and raise funds to cover start-up costs from grants,
donations, competitions, etc. During daily operations, Nice Food will use commercially
raised funds to pay for donated meals to remain sustainable past the initial start-up
donations.
Nice Food needs to work closely with existing organizations in the community, the local
government and individuals to deliver a helpful service to those in need. Nice Food will
not be an end-game solution to the hunger problem, but it is a step in the right direction in
making meaningful change.
Nice Food will be a member of One World Everybody Eats (OWEE), a nationwide
network of pay-it-forward restaurants. I have met with Spark Community Café out of
Versailles, an established OWEE member, who is offering guidance through the start-up
process.
Why It Exists
I see three essential truths to life in America:
• Poverty is easy to enter and difficult to exit
• People need food to survive
• People deserve memorable experiences, even in poverty
Driven by the belief that people should be nice to people and an interest in the food
truck world, I knew I wanted to play a part to help. I was led to ask some questions:
• Question 1: How can I be helpful?
o Offer pay-it-forward meals
o Be a consistent, long-term contributor to the hunger problem
o Work together with the community to reach a sustainable solution
• Question 2: How am I going to provide a high-quality product?
o Serve nutritionally valuable meals to all customers
o Be competitive in the commercial market so that consistent funding exists
o Be a high-quality dining option first, who also consistently offers a
service
• Question 3: How do I make it a special experience?
o Make it a food truck, letting people participate in the nationwide trend
o Explicitly focus on providing a dining experience rather than just a meal
o Provide an opportunity for members of the community to help those in
need
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General Timeline
• March 2019 /// Idea conception
• April 2019 – July 2019 /// Concept development
• August 2019 – September 2019 /// Informative meetings with key organizations
involved
• October – December 2019 /// Establish home city, meet with key stakeholders
with the issue
• January 2020 – May 2020 /// Fundraising, marketing and capital acquirement
• June 2020 /// Launch for business
Finding a Home
My current task is to find a home city. Establishing a home city and learning how my
service would mix with existing efforts there is necessary to nailing down exactly what
my service would look like, as it depends on what is needed locally. In its home location,
Nice Food must be able to:
• Provide a needed and helpful service
• Fill a niche commercially
• Mix well with existing service organizations to be as effective as possible
I am reaching out to you now to specifically learn as much about Georgetown, its hunger
problem, its existing services, and its market potential as possible. I hope to work
together with the community to discover where Nice Food will fit and what the service
would look like in Georgetown.
About Me
I am Nate Brooks from Stanton, KY. I have been involved in mission outreach programs
for years and have work experience in marketing and several service industries. I’m a
senior at WKU where I study economics and entrepreneurship. Much of my remaining
coursework at WKU has been formed around the development of Nice Food, helping
provide a framework for the start-up process. I am working closely with faculty from
many different departments and offices at WKU through the development of Nice Food,
specifically from the entrepreneurship and communication departments.
My dream has always been to run my own business, and Nice Food has effectively pulled
together many of my interests, passions and skills into one project. I am truly excited to
see where this project takes me, and I am very hopeful that Georgetown would be the
perfect home for Nice Food.
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APPENDIX E
GRANT PROPOSAL
This grant proposal was created for Dr. J. A. Rice’s Grant Writing course. The grant was
designed to be submitted to the James Graham Brown Foundation. Keep note that this
grant was completed in December of 2019, and much has changed about the structure of
Nice since then. The proposal will be updated and submitted to the James Graham Brown
Foundation this June.
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Mary Rose
James Graham Brown Foundation
4350 Brownsboro Road, Suite 200
Louisville, KY 40207
Dear Mrs. Mary Rose:
Hunger has a new name: food insecurity. It is defined as not having “consistent access to
enough food for an active, healthy life.” The problem exists outside of homelessness, reaching
anyone near the poverty threshold, roughly 15% of Kentuckians. It lowers the quality of life for
members of our communities, from the elderly with no income to young, struggling families. The
problem finds its roots in poverty, meaning to eliminate this hunger is to eradicate poverty in the
entire state. Essentially, 1 in 7 Kentuckians do not have the financial ability to be healthy, even in
the richest country in the world. This is the fact that drives us.
We are creating Nice Food, a nonprofit food truck that uses a pay-what-you-can system
so everyone may eat, regardless of their ability to pay. Our main goals are to be helpful, serve a
high-quality product, and provide a special experience. Our model uses commercially-raised
funds to cover the costs of donated meals, using a checks and balances system to ensure
sustainability. We will start operations in Bowling Green, KY and then grow to serve statewide.
Having been guided by industry leaders and university faculty, we believe our plan is set. We are
now prepared to take our ideas from our notebooks to the real world, we are now seeking our
starting point.
We are seeking a grant of $5,000 from the James Graham Brown Foundation, a healthy
portion of our $14,900 total startup costs estimate. Your funding would be complimenting income
from student competition prizes and private donors. This initial round of funding will be used to
purchase the some of the first pieces of our mobile kitchen as well as administrative tools. By
June 2020, we will have constructed a functioning mobile kitchen that is able to serve
communities where it is needed.
We believe the goals of Nice Food line up with the goals of the James Graham Brown
Foundation. We hope to establish a true collaborative effort between our organizations, using
your expertise in the Louisville Metro Area to help us understand different facets of metropolitan
markets, especially those in need. Nice Food aims to improve quality of life for all Kentuckians
and push our state towards being a society which acts generously.
We believe in shared experience, we believe in the power of community, and most of all,
we believe all people deserve to enjoy life. Poverty is a big problem. It is one that will never truly
eradicated. We know we can’t end world hunger, but this is a step in the right direction. We hope
you help us take that step. Please do not hesitate to contact me with any further questions, I would
also be happy to personally meet with your committee to present this proposal.
Most sincerely,

Nathan Brooks
Founder and Director
Enclosure: Program Funding Proposal
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FOR
GOODNESS’
SAKE:
Stepping Towards a
Sustainable Solution to Hunger
In Bowling Green, KY

Submitted To: Mrs. Mary Rose
The James Graham Brown Foundation
Date: September 25, 2019
Requesting $5,000
Time Frame: January through May 2020
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Nathan Brooks
Founder and Director of Nice Food
1140 Kentucky Street, 2-105A
Bowling Green, KY 42101
(606) 521-1347

EXECUTIVE SUMMARY
The prevalence of food insecurity in Kentucky is nearing drastic levels, with 14.9% of the state
experiencing food insecurity, causing a quality of life issue in our home state. If 1 in 7
Kentuckians don’t have access to enough food to remain healthy, forming a response becomes
the only possible humane action, and a problem as large and deeply rooted as this one requires
action to be taken at a community-wide level. One possible solution is quite simple: provide a
way for communities to easily take care of each other, and that is the inspiration our company is
built upon.
We are starting Nice Food, a nonprofit food truck that uses a pay-what-you-can framework so
that anyone may eat with us, regardless of their ability to pay. By using commercially raised
funds to cover the costs of donated meals, Nice Food will bring communities together, localizing
the fight against hunger.
As a mobile kitchen, we are becoming a traveling beacon for kindness, urging communities to
act generously. We are seeking to improve the quality of life for Kentuckians, beginning humbly
in Bowling Green and eventually growing to serve the entirety of the Commonwealth. We are
seeking a partnership with you because not only do our interests align, but your expertise in the
most populated area in Louisville would dramatically improve our ability to serve there.
We are requesting $5,000 from the James Graham Brown Foundation to begin the construction
of Nice Food. Our soft-opening date is June 2020, when we will begin fine-tuning workflows and
sharpening our menu in Bowling Green, preparing ourselves to grow to be a full-time operation
capable of serving any event or community.
Hunger and poverty have plagued societies since Mesopotamia. We cannot realistically say we
will eliminate hunger and bring well-being to every family from Ashland to Paducah, but this is a
step in the right direction.
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STATEMENT OF NEED
“I was on my way to dinner with some friends. To my left, I see Tim again. Tim has been
setting up in the entryway to the bank for the past few nights. He’s wrapped up in his
blanket, staying out of the cold rain as much as he can. I sit and talk to him and find out
he has been accepted to live in the YMCA house two weeks from the date, but until then,
he is still here at the bank. I ask him if there was anything I could do to help; he asks me
for a hot meal.”
This was the experience of our founder in February of 2019. The encounter with Tim sparked a
desire to help adults who were struggling to get back on their feet. Our society has stigmatized
homeless people based on a lack of understanding, as we often assume homelessness is caused
by the person’s own actions. This assumption, however, is largely untrue. When you take the time
to speak with someone on the street, you realize there are outside forces largely out of their
control impacting their situation. For some, it’s overwhelming medical bills and insufficient
healthcare, others are affected untreated mental illness but have no familial support.
Hunger reaches well beyond the homeless population, as well. It reaches into our communities,
touching the lives of people near us. It impacts your coworker’s aunt raising 4 children on her
own. It impacts the man working at the grocery store who is trying to get his feet back under him.
It impacts your grandparents who are drawing insufficient social security checks. It is near
impossible to define who needs assistance. Regardless of how someone finds themselves in need
of help, the simple fact that they are a living, breathing person should be enough reason to care.
The hunger problem we see is known as food insecurity. The USDA defines it as there not being
“access to enough food for an active, healthy life.”1 It reaches 1 in 7 Kentuckians, a rate well above
the national average.2 There are programs in existence addressing hunger issues, and these
programs do great work, but you can’t end hunger by simply providing free meals. Food insecurity
finds its roots in poverty. If you want to fix the hunger problem, you have to eliminate poverty,
which has proven itself to be a difficult task.
Living in poverty brings an issue of quality of life. Poverty forces people to sacrifice some of their
most simple joys for the sake of providing basic needs for themselves and their families. At that
point, people have lost the most overlooked luxury: choice. Rather than being asked what they
would like, people are told what they need. People receiving any assistance are then dehumanized
to the point where autonomy is lost and the joys of living in the richest country in the world are
obsolete.

1
2

Coleman-Jensen, A., Gregory, C., and Rabbit, M. (2019) Food Security in the U.S. USDA.
Feeding America (2019) Map the Meal Gap. Feeding America
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It may be impossible to eradicate poverty and solve hunger, but we can improve the quality of life
for our neighbors, and it may be as simple as changing the way we approach a restaurant.

PROJECT DESCRIPTION
The greatest barrier keeping people from eating at restaurants is money, and the second greatest
barrier is getting to the restaurant. As a response, we are proposing a startup dedicated to
alleviating the weight of living in poverty. We are creating a dining experience that is attainable
outside the realm of money. We are building a way for food insecurity to be addressed locally,
powered by the generosity, kindness and fellowship of the community. We are starting Nice Food.
Nice Food strives to be a helpful pay-it-forward food truck that provides each person a highquality experience regardless of their ability to pay.
The 501(C)3 will operate both commercially and as a service, letting money that would normally
be profit be used to cover the costs of donated meals. Basically, a pool of money is created, and
customers can either add to or borrow from the pool. We will provide donations as long as there
is money in the pool to do so, making Nice Food a self-sustaining fighter against food insecurity.
Since it is a mobile kitchen, Nice Food can serve specific neighborhoods, allowing a very focused
service when needed. Unlike brick and mortar restaurants, it is not entirely dependent on the
customer’s ability to come to you, which may not be possible to many impoverished people. Nice
Food is starting in Bowling Green and is planning to grow into a statewide program, basing in
Louisville and reaching into the eastern and western corners of Kentucky.
We have been using the last season to learn about the different industries Nice Food will be
involved in, and we are now prepared to begin building the business. The next step in the
development process is building the food truck itself. A staff will not be hired initially, as our
leadership will be working as volunteers until Nice Food grows enough to be sustainable as a fulltime job. At that point, a small full-time staff will be employed to work alongside outside
volunteers.
Nice Food will be a member of One World Everybody Eats (OWEE), a nationwide network of payit-forward restaurants. The network offers advice, guidance and publicity to the business. We
have also been partnering with many faculty members at Western Kentucky University and the
staff at Spark Community Café in Versailles.
Nice Food is encouraging ordinary people to step up and make a difference. We believe that
people want to be nice to people, and we believe that when given an opportunity to do so, people
will help their neighbors. The establishment of Nice Food will give people this opportunity. It is
not a final solution to poverty, but it is a step in the right direction.
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GOALS & OBJECTIVES
The most immediate goal of Nice Food is to provide a special experience that is both needed
and novel to Kentucky. To achieve this, we have identified several smaller goals to guide our
decision-making:
GOAL I: To Be Helpful in the Community
We are achieving this by offering pay-what-you-can meals, so that a lack of money doesn’t keep
people from having this experience. It is incredibly important that we partner with existing
organizations in the community as well to ensure we are serving when and where it is needed.
We also believe in serving nutritionally valuable food, offering truly nourishing meals.
GOAL II: To Provide a High-Quality Product
We believe in serving a high-quality product to all of our customers, regardless of their
socioeconomic status. Though committing to high standards will be more expensive per meal, it
will allow us to remain in operation. In order to be a long-term contributor, Nice Food must
appeal to the commercial market enough to cover our operational costs, just as any business
does. Because of this, we will place an emphasis on our quality, marketing ourselves as a
commercial dining option who also donates meals consistently.
GOAL III: To Make it a Special Experience
We have a team of creative people who love culture and events. We understand how to build
memorable places and events, and we are dedicated to bringing this experience to Nice Food.
One way we are creating a special experience for people is by making the service a food truck,
letting people participate in a nationwide trend. We will be throwing block parties for
communities rather than simply serving meals.
GOAL IV: To Maintain Responsible Serving Practices
Our project is attempting to jumpstart generous behavior in communities, instilling an attitude
of service. Nice Food provides a meeting place for all members of a community, and we are
paying special attention to our unique position as the managers of these interactions. The most
common advice we have received from current nonprofit professionals has been to protect
people’s dignities. We believe in a no-strings-attached service philosophy, meaning we will not
set requirements or ask to see any paperwork for free meals. If someone asks us for a free meal,
we will give them one whenever possible.
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ORGANIZATIONAL HISTORY
The idea of Nice Food began forming in February of 2019 in York, England. There, our founder
approached a picnic table in the central square of town, adorned with baskets of sandwiches,
warm cider and space-heaters. It was an open table. Anyone could have a sandwich, sit and chat
a while. There was no money involved. Officially, they were “having a picnic with some friends.”
From this experience, the specific idea and operation model for Nice Food was formed.
The project started to gain traction in August 2019 when our founder was introduced to One
World Everybody Eats (OWEE). OWEE is a nationwide network of pay-what-you-can restaurants,
with three already established in Kentucky. After a few meetings with these restaurant owners,
we saw that Nice Food is not only a feasible idea but an idea that has been successful
elsewhere. Since then, Nice Food has been forming a business plan and a powerful,
knowledgeable network, mainly between Spark Community Café and Western Kentucky
University.
We have worked closely with Spark Community Café, an OWEE member out of Versailles, KY.
Spark was established in 2016 as a pop-up restaurant, later opened a restaurant and is now
opening an event venue where they will be the sole caterer. Their vast industry experience
alone has made them a valuable partner, while their similar goal structure has Spark a role
model. The leadership has been invested in the progress of Nice Food, offering help and input
whenever we’ve asked for it.
At WKU, our founder has been finishing his senior year of coursework. Over this period, we have
been working closely with the Entrepreneurship Department daily, using their expertise to help
us focus our mission, goals and niche market. They have been guiding us through creating a
business plan, strategically building a network based upon our needs, and competing for startup
funding. We have also been working with a faculty member in the WKU Communication
Department who was formerly a professional fundraiser at Georgetown College and now
teaches public speaking and leadership classes.
Nice Food is also working with the Mahurin Honors College at WKU through a Capstone
Experience project. In this project, we have formed a team with the director of WKU’s Center of
Entrepreneurship and Innovation and professors within the entrepreneurship and
communication departments to document our startup process. We will be presenting and
defending our project in April of 2020 across a spread of academic audiences.
We have also formed loose connections with several local organizations involved in fighting
hunger in Bowling Green and other regions in Kentucky. Active partnerships will be formed with
these groups as we approach our launch date and throughout our business’ entirety.
At Nice Food, we pride ourselves on our ability to not just build a network, but garner support
for the project from skilled professionals who actually help us. Moving forward, we have a wide
range of knowledge at support at our disposal.
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TIMELINE
Our startup process is split into three phases before fully launching for business: learning,
building and testing. Each of these phases will build upon the previous, moving us along to being
fully established.

PHASE I - LEARNING
August 2019 – December 2019

We have dedicated the beginning phase of our project to education so that we would have a full
plan set before meeting any expenditures. Our leadership has been conducting interviews and
meetings with professionals across several related industries in order to grow our own
awareness of the scope of our problem. Below is a list of organizations with whom we have met
with:
•
•
•
•

F.A.R.M. Café – an OWEE restaurant from Boone, NC
Phoenix Rising – an international nonprofit organization based in Bowling Green, KY
Salvation Army – temporary housing and cafeteria in Bowling Green, KY
Hotel, Inc. – a local nonprofit helping people become self-sufficient in Bowling Green,
KY
• Bowling Green Housing Authority – a praised and rewarded branch of public housing
• Bowling Green Chamber of Commerce
These meetings have helped us lay a framework to organizing Nice Food, helping us form
guiding principles and set an achievable mission. In addition to these, our founder has been
hired at a local highly esteemed restaurant to learn how to operate a food service. Of course, we
will be learning continuously, but by the end of the phase, we know enough to proceed into
Phase II – Building.

PHASE II - BUILDING
January 2020 – May 2020

We are currently entering Phase II, in which we will build a financial base, physical goods and a
dependable network. Several goals set for the phase are:
•
•
•
•
•
•

Assemble an active board of directors with assigned roles
Purchase the parts for and build the mobile kitchen
Compete in regional and statewide competitions for startup funding and exposure
Seek donations and gifts from either individuals or organizations
Set service partnerships with existing organizations
Coordinate a group of volunteers and develop a schedule for operation hours

Expenses expected to be accrued throughout this period are accounted for in the attached
budget on page 10. Funding will be sought from a variety of sources, primarily between grants,
competition funding and private donors. We are set to compete in the KY Pitch competition this
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spring, which includes both prize money and donated professional services. The primary goal for
this phase is to be fully prepared for the coming Phase III – Testing.

PHASE III - TESTING
June 2020 – September 2020

The best way to learn is by doing. Applying this approach, we will open slowly to allow time to
test for testing different facets of Nice Food. Some of the different facets to be tested are:
• Kitchen workflows
• Opening times
• Planning locations
• Menu items
• Window interactions
For most of these tests, we will be guided by best-practices of related companies, although
window interactions especially will require an emphasis. If Nice Food is to achieve its mission,
we must develop the interpersonal skills at the window to discretely serve a donated meal for
free. With the help of our mentors and network, we will develop an effective interaction model
at the window that would be easily replicable by any worker or volunteer. As for the rest of our
goals, we will measure our performance using each method and sharpen our approach where
needed. Throughout this period, we will control the size of our service each day, only exposing
ourselves to as many customers as we can handle. By the end of this period, we will be
comfortable and confident operating in any environment.

PHASE IV – RUNNING
October 2020 – Onward
After a period of review, our board and team will decide how exactly to move forward, according to
where we can be the most effective and what we can handle. As it stands today, it appears as though we
will aim to relocate our base operation to Louisville Metro area, maintaining a reach both within and
around the city. From this base, we will host tours through the state, setting up briefly in smaller towns
and encouraging communities to start their own pay-it-forward dining options.
Our immediate goal is to provide a quick relief to the weight of life in poverty. A much more idealistic goal
of ours, however, is to continue a wave of inspiration that other pay-it-forward restaurants started before
us. At Nice Food, we see the potential for a world where people can join together without shame. We see
the strengthening of communities and people extending their hands towards each other. Our goal, then,
is to establish Nice Food as the public’s favorite brand. We want Nice Food to transform the way people
approach service, inspire people to follow in our footsteps, and challenge community members to stand
up and take care of each other.
The results of perfect success from Nice Food would be to have a pay-it-forward café set up in each town
in the state, providing an effective solution to hunger throughout Kentucky. Steps towards this being a
reality and drastically limiting food insecurity in Kentucky begins here, at the creation of Nice Food.
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BUDGET
This budget is for Phase II – Building, the section where we begin putting our plans into action.
Our spending is broken into two distinct categories: Round 1 and Round 2. Items in Round 1 are
necessary for the construction of the mobile kitchen and will be purchased earlier in the phase;
items in Round 2 are still essentials but are not necessary until we near our testing launch date.

ROUND 1
Categories Contents

Costs

Vehicle Key infrastructural components
- Trailer, generator

$7,010.98

Kitchen Large appliances in the mobile kitchen
- Stovetops, countertops, refrigerators, ovens

$4,585.87

Administrative Office-based purchases
- Insurance, accounting software, data management
Cleaning Heavy-duty cleaning supplies
- Chemicals, wipes, squeegees
Totals

$193.62
$39.90

$11,830.37

ROUND 2
Categories Contents

Costs

Vehicle External additions
- Signs, seats, awnings, paint
Kitchen Small kitchenware
- Utensils, pots, pans, cutting boards, containers
Paper and Plastics Customer’s utensils and paperware
- Plastic utensils, napkins, sauce ramekins, etc.
Administrative Office-based purchases
- Insurance, selling permits, human resources
Cleaning Basic cleaning supplies
- Brooms, mops, chemicals, etc.
Totals

$85.98
$638.06
$161.53
$2,039.99
$96.99

$3,022.55
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